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Chapter 1 INTRODUCTION & STATEMENT OF THE 
PROBLEM 
American Express has “a long and proud history of communicating the values of our 
brand by using heroes and personalities who hold a significant place in the hearts and spirits 
of people around the world. In Tiger Woods we have a representative who captures the 
imagination of many different types of consumers. His participation helps us communicate 
messages that our Do More campaign supports: American Express has a family of products 
that is relevant to a wide variety of consumers.” (Kennet, Chenault, President and CEO, 
American Express, in Clark & Horstmann, 2003). 
The above paragraph illustrates the significance of the endorsement of products and 
services in advertising. Standing together with a product, a spokesperson’s image meshes 
with the product itself, giving it a sense of importance, potency and power. Thus, Tiger 
Woods lends his expertise as a golf professional to American Express, perhaps bringing home 
the message that American Express is as dependable as Tiger Woods on a golf course. 
The endorsement in advertising is a ubiquitous feature of modern marketing 
(McCracken, 1989). Approximately a quarter of all television commercials feature a 
spokesperson (Erdogan, Baker & Tagg, 2001). IEG Endorsement Insider, a monthly trade 
publication, estimated that U.S. companies spent $800 million in 1998 “to acquire talent—
entertainers, athletes, and other high profile personalities—to spotlight in advertising, 
promotion and PR campaigns” (Clark and Horstmann, 2003, p. 1). Spokesperson-endorsed 
products are so ubiquitous that they are featured online, in newspapers and magazines, on TV, 
radio and billboards. The types of products being endorsed seem endless, ranging from sports 
utilities to cell phones.  
With the globalization of the world economy, global advertising has seen enormous 
growth (Zhou & Belk, 2004). Multinational companies as well as local companies use both 
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global and local advertising (Barber 1996; Friedman, 1999) in order to expand the influence 
of their products. Thus, adequately taking cultural differences into consideration has become 
crucial to those companies in designing their advertising strategies. In the presence of 
cultural considerations, however, the effects of spokespersons’ endorsements can be more 
complex.  
China is the most populous market in the world, and is experiencing fast economic 
growth coupled with the fastest-expanding advertising industry (Wang, 2000). In the 10-year 
period from 1987 to 1996, “advertising spending in China increased by almost 900%, making 
the country the world’s fastest growing advertising market” (Wang, 2000, p. 7). Advertising 
spending is represented by a mixture of foreign and local goods, advertising appeals, and 
consumption ideas (Yang, 2002). At the beginning of the 1990s there were only four joint-
venture advertising agencies in China, but by 1997 that number has grown to 433 (Wang, 
2000), which have brought diversified advertising ideas to Chinese consumers. Consequently, 
western appeals in advertising have increased in recent years (Cheng, 1997). The world’s big 
brands are competing for a niche in the Chinese market. Pizza Hut, Kentucky Fried Chicken, 
McDonald’s and Domino’s serve fast foods (Wang, 2000). Dove chocolate, Nestle coffee and 
Dannon yogurt have also surged into the Chinese supermarkets. Louis Vitton, Gucci, Ralph 
Lauren, Versace, and Prada are making the Chinese fashion market more colorful. At the 
same time, foreign advertisers are trying to adapt their strategies to a Chinese context to some 
extent (Yin, 1999). For instance, the French cosmetics brand L'Oréal has invited Chinese 
actress Gong Li to endorse its products to Chinese customers. Related to the endorsement, 
there have been heated debates on whether it is proper for a global brand to use local names 
or to invite local people as endorsers (Liu, 2001).  
The debate involves two competing opinions. One argues that the Western “look” 
increases the product’s credibility and confidence among Chinese customers because 
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“Chinese companies are less confident about their own national brands,” and that the 
localization of the brand may make the products “neither fish nor fowl” (Zhou & Belk, 2004, 
p. 64). The other contends that the localization of the brand through the use of local 
spokespersons’ endorsements is more loyal to Chinese customers and the Chinese culture and 
thus can attract customers’ attention more. With China’s entry into the World Trade 
Organization, it has become important for Chinese companies to know how advertisements 
can appeal to both global and local customers. 
As such, advertising companies have favored the use of western endorsers to heighten 
product identification among customers, to facilitate audiences’ recall, and to enhance 
purchase intentions. This study aims to find out the impact of the cultural congruence 
between the spokespersons and the products they endorse on audiences’ favorability ratings 
of the product, the persuasiveness of the advertising piece, and consumers’ purchase 
intentions. 
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Chapter 2 LITERATURE REVIEW AND THEORETICAL 
FRAMEWORK 
A spokesperson may be a celebrity “who enjoys public recognition and who uses this 
recognition on behalf of a consumer good by appearing with it in an advertisement” 
(McCracken, 1989, p. 312), or just a common person who endorses a consumer good in an 
advertisement. It encompasses not only the usual movie and television stars, but also 
individuals from the world of sports, politics, business, art, and the military. 
Spokespersons are considered to have expert power, referent power, legitimate power, 
coercive power and reward power. The more powers a spokesperson possesses, the greater 
their ability to influence the behavior of others (Tom, Clark, Elmer, Grech, Masetti & 
Sandhar, 1992). Expert power has to do with audiences’ perception of the spokesperson as an 
expert for the product he/she is endorsing (Tom et al., 1992). For example, the effectiveness 
of a famous Chinese gymnast, Li Ning as an endorser for sports shoes (a national brand 
established by and named after Li Ning) lies in his expertise in gymnastics. Referent power is 
demonstrated when an audience “identifies with and aspires to be like the endorsers” (Tom et 
al., 1992, p. 46). For example, although both Liu Xiang (a gold medal winner of the 110-
meter hurdle run in the 28th Olympic Games held in Athens) and Michael Johnson are 
talented athletes, they appeal to different audience segments. Liu Xiang has more referent 
power to audiences who identify themselves as traditional and having an eastern cultural 
background. Michael Jordan has more referent power to those who identify themselves as 
carefree and with a western cultural background. When George Bush served as the 
spokesperson for the United Way, his legitimate power works to influence U. S. citizens to 
give to this worthy cause (Tom et al., 1992). Due to these powers, spokespersons are 
regarded as credible sources of information. Highly credible sources, compared to sources of 
low credibility, have been found to produce more positive attitude changes toward the 
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position advocated by the advertiser, and induce more positive product-directed behavioral 
changes (Woodside & Davenport, 1974; Craig & McCann, 1978). 
As one attribute of spokespersons, their attractiveness to audiences is considered 
another aspect that influences the effectiveness of a message (Knott & James, 2003). This 
attractiveness is a function of the extent to which the spokespersons are similar to and liked 
by the audiences (McGuire, 1985).  
Congruence and match-up in advertising 
Spokespersons have the power to heighten the appeal of advertisements (Kamins & 
Gupta, 1994). However, the use of spokespersons alone does not guarantee an effective 
advertisement. Conventional wisdom suggests that congruence, or the match between the 
spokesperson and the endorsed brand, is crucial in advertising success (Kahle & Homer, 
1985; Spielman, 1981). Hawkins, Best, and Coney (1983) point out that a good match-up 
between the spokesperson’s image and the product image receives high effectiveness scores. 
A mismatch between the spokesperson and the product may fail to appeal to the taste of 
targeted audiences (McCracken, 1989). That is, some endorsements work better than others 
due to an inherent match or congruence between the spokesperson and the product 
(McCracken, 1989). 
In a study of endorsements in advertising, congruence firstly refers to the 
“agreement” between the spokesperson’s image and the product. To avoid confusion, 
distinction between “product” and “brand” needs to be made here. A product refers to a 
single physical product, or a distinct unit within a brand or product line that is distinguishable 
by size, price or appearance, whereas a brand is defined as the name, associated with one or 
more items in the product line that is used to identify the source or character of the items 
(Kotler, 1997). Kamins and Cupta (1994) suggest that the benefits of endorsed advertising 
may become increasingly more evident as the “level of congruence between spokesperson 
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and the product increases” (p. 572). This aspect of congruence has been examined through 
the match-up hypothesis (Kahle and Homer, 1985), which holds that the message conveyed 
by the spokesperson and the message about the product should converge for an advertisement 
to be effective. Misra and Beatty (1990) tested the effectiveness of matching endorsers with 
brand name, and found that the recall of the advertisements and the attitudes toward the 
advertisements improved when there was congruence between the endorser and the brand 
name. In a study using male and female models paired with different kinds of products, 
Kanungo and Pang (1973) noted that the effect of the models changed with the product that 
the models were paired with, and explained their effects as the “fit” of the model for the 
product. 
 Generally, research on the match-up hypothesis and related topics focus on the 
appropriate match between the spokesperson’s physical attractiveness and the product (Kahle 
& Homer, 1985; Kamins, 1990). Kahle and Homer (1985) applied the social adaptation 
theory to explain that a proper match-up between the product (a razor) and a physically 
attractive spokesperson (compared with a non-attractive endorser) increased audiences’ 
attitude toward the brand. Kamins (1990) also interpreted the match-up concept by way of 
pairing either an attractive  or an unattractive  spokesperson with either a product used to 
enhance one’s attractiveness (a luxury car) or a product that is considered irrelevant to one’s 
attractiveness (a personal computer). However, Kahle and Homer’s (1985) study only tested 
the match-up between the attractive spokesperson and product that helped to enhance 
attractiveness, but they did not test the effects of the matching of attractive spokespersons 
with a product irrelevant to enhancing attractiveness. Kamins’ (1990) study, on the other 
hand, has taken both attractive and unattractive spokespersons into consideration, and 
crossed them with products that help to enhance or reduce the attractiveness of 
spokespersons. 
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In addition to the match-up or congruence between the spokesperson and the 
product/brand, there is another aspect of congruence that must be examined. Romer (1979) 
claimed that communicators who use arguments that are congruent with and similar to the 
values of the target audience appear to be attractive over and beyond the extent to which their 
arguments are internalized. This finding reinforces the importance of congruence between the 
spokesperson and the audiences.  
Some researchers argue that advertisements are more effective when the symbols, 
characters, and values depicted in the advertisements are drawn from the intended audiences’ 
cultural environment (McGuire, 1984). Such a practice allows the audiences to better identify 
with the message and the source of the message. Audiences who are more likely to identify 
with media characters (Huesman, Eron, Klein, Brice & Fisher, 1983) and perceive 
themselves to be similar to media characters (Brock, 1965) are more influenced by media 
content in which those characters are portrayed (Appiah, 2001). Aaker, Brumbaugh, and 
Grier (1996) found that high levels of similarity between the viewer and the characters 
portrayed in the advertisements increases the viewers’ belief that he or she is the intended 
audience for the advertisements. This, in turn, leads to more positive attitudes about the 
advertisement and the product.  
Fiske, Kitayama, Markus and Nesbitt (1998) noted that cultural differences can be 
studied and described in a number of ways. Simons, Berkowitz and Moyer (1970) point out 
that there is such a concept as membership-group similarity, which emphasizes “similarity or 
identity in origin” (p. 2), which includes race, ethnicity, and nationality, etc. Appiah (2001) 
selected racial and ethnic characteristics to be the two aspects of “similarity” and digitally 
manipulated these attributes in advertisements. He asked White, Hispanic, and Asian 
American adolescents to evaluate black or white characters in the advertisements. The 
findings indicate that overall, his subjects responded more favorably to black-character 
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advertisements than white-character advertisements. This finding, the author explained, 
comes from the respondents’ identification with the characters in the advertisements, or the 
extent of their similarity to the characters in the advertisements.  
Hoeken and Korzilius (2003) employed “nationality” to operationalize cultural 
differences and found great discrepancies between Chinese participants and American 
participants in the value they attach to personal freedom. Johansson, Douglas and Nonaka 
(1985) examined the impact of country of origin on product evaluations. In their study, the 
product produced in a country is coupled with that country’s image in consumers’ minds. For 
example, consumers were found to assume German car with “durable” characteristics; 
Japanese-brand electronic products produce the impression of “accuracy.” This country-of-
origin effect indicates differences in country stereotyping by nationality. Ahmed, Johnson, 
Chew, Tan and Ang (2002) studied country-of-origin effect on consumers’ evaluations of 
brands from different countries. Again, country stereotyping was associated with the product. 
For example, products from the United States gave consumers a sense that they are from 
economically developed country. Products from Singapore were categorized as coming from 
a developing country. Both positive and negative impressions have created different effects in 
consumers’ perceptions of quality, attitudes and purchase intentions. Govers and Schoormans 
(2005) tested product-personality congruence and user-image congruence, and found that 
people prefer products with a product personality that matches their self-image. The positive 
effect of product-personality congruence is found to be independent of the user-image 
congruence effect. 
The above literature shows that congruence or match-up both between the product 
and spokespersons (Stafford, Stafford & Day, 2002) and between the spokespersons and 
audiences (Feick & Higie, 1992) is crucial to successful advertising. The current study 
further examines the match-up or congruence concept through the “fit” between the 
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spokespersons’ nationality and the brand nationality. In this study, brand nationality refers to 
the brand’s country of origin. The congruence between the spokespersons’ and the audiences’ 
nationality is also examined. By pairing the spokespersons’ nationality and the brands’ 
nationality, this study explores audiences’ attitudes towards different matches, and their 
potential purchase intention of the products. 
Persuasiveness in advertising 
McGuire (1978) identified five components of persuasive communication: source, 
message, channel, receiver, and destination variables. Communication researchers argue that 
typically, attraction and persuasive impact increase with source-receiver similarity (Simons, 
Berkowitz & Moyer, 1970; Byrne, 1971; Stoneman & Brody, 1981). Researchers have 
proposed that perceived similarity leads to liking, and liking leads to audiences exaggerating 
their perceived similarity (Newcomb, 1956; Byrne & Blaylock, 1963; Moreland & Zajonc, 
1979). The obvious positive relationship between similarity and persuasive impact is derived 
from numerous theories (McGuire, 1985). Kelman (1961) proposed three modes of 
persuasion, two of which—internalization and identification—are frequently quoted by 
researchers who study the persuasiveness of advertising. Persuasive impact, however, is 
frequently studied through source attractiveness models (McGuire, 1985), in which the 
“similarity” of the source with the audience is considered an important variable in enhancing 
message. Similarity is defined as the supposed resemblance between the source and the 
receiver of the message—birds of a feather flock together (McGuire, 1985). In short, the 
McGuire model holds that sources who are similar to consumers are attractive, and to this 
extent, persuasive.  
Gallup & Robinson’s Impacts system measures persuasiveness of advertising through 
their favorable buying interest for advertised products (Metha, 2000). Various measures of 
the persuasiveness of advertising have been used, such as “overall favorability or 
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unfavorability.” (Metha, 2000). In Metha’s study (2000), subjects were asked to rate on a 
five-point scale the extent to which a particular advertisement increased their interest in 
buying the advertised product. This buying interest index, together with purchase intention, 
was used as a measure of persuasiveness (Metha, 2000).  
Purchase intention influenced by advertising 
Empirical studies have related the effectiveness of celebrity—endorsed advertising to 
the audiences’ intention to purchase (Ohanian, 1991). Purchase intention is the perceived 
likelihood of buying the products advertised. Inquiry, consideration, and purchase represent 
increasing levels of commitment toward the product (Ohanian, 1991). These variables are 
commonly used to measure the effectiveness of source attractiveness in advertising research 
(Baker & Churchill, 1977; Kahle & Homer, 1985). Daneshvary and Schwer (2000) point out 
that purchase intention in an environment of association endorsements depends on the 
audience identifying with the association and its purpose and also on the socioeconomic 
profile of the audience. Daneshvary and Schwer (2000) developed a formula of purchase 
intention, and believe that purchase intention has a connection with demographic factors, 
such as age, gender, occupation, and education. The greater the interaction with a group or an 
association, the greater the likelihood of individuals’ perceived affiliation with the group.  
Combining the congruence and match-up concepts, the current study investigates the 
impact of advertisements endorsed by culturally-congruent spokespersons. Favorability 
toward the advertisements and audiences’ purchase intention are the study’s two dependent 
variables.  The two types of congruence are independent variables. In the current study, 
match-up is examined through both the congruence of nationality between the spokesperson 
and the brand and the congruence of nationality between the spokesperson and the audiences. 
Congruence between the spokesperson and the brand means that both the spokesperson and 
the brand originate from the same country. For example, a Chinese spokesperson endorsing a 
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Chinese brand is considered congruent, but a Chinese spokesperson endorsing an American 
brand is considered incongruent. Congruence between the spokespersons and the audiences 
refers to both having the same nationality or country origin. For instance, an advertisement 
with a Chinese spokesperson exposed to Chinese audiences is considered congruent. In 
contrast, an advertisement with a Chinese spokesperson exposed to American audiences is 
considered to be incongruent. 
Involvement on persuasiveness and purchase intention 
Involvement has been studied by a number of literatures. Petty, Cacioppo and 
Schumann (1983) found the persuasiveness of advertising on subjects varied by their 
different level of involvement in the products. Their findings suggest that under high 
involvement, how people integrate relevant information into a unitary plays an important role 
in persuasion. Maheswaran and Meyers-Levy (1990) engaged involvement to examine 
message framing effects on persuasion and came out with mixed results. Johnston and Eagly 
(1989) conclude that effects of involvement on persuasion depend on the aspect of message 
recipients’ self-concept that was activated to create involvement.  
In addition to the effect of involvement on persuasion of adverting, some literature 
also studied the effects of involvement on purchase intention from different perspectives. 
Mackenzie and Spreng (1992) applied central and peripheral routes to study the moderation 
effects on consumers’ brand attitude and purchase intention. As studied by Cacioppo and 
Schumann (1983), central and peripheral routes reflected consumers’ involvement in the 
products. Therefore, involvement also plays an important role in determining consumers’ 
purchase intention.  
Based on the above discussion, the current studied manipulated product types by the 
level of involvement from consumers on the persuasiveness of advertisement and purchase 
intention of consumers. Laptop computer represents high-involvement product, while liquid 
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hand soap represents low-involvement product. These two product types are controlling 
variables in the current study. 
Hypotheses 
Based on the literature review, the current study poses the following hypotheses: 
Hypothesis 1: The congruence of nationality between spokesperson and audience is 
positively related to the favorability toward the advertisements. 
Hypothesis 2: The congruence of nationality between spokesperson and audience is 
positively related to the purchase intention. 
Hypothesis 3: The congruence of nationality between spokesperson and brand is 
positively related to the favorability toward the advertisements. 
Hypothesis 4: The congruence of nationality between spokesperson and brand is 
positively related to the purchase intention. 
An interaction effect is therefore expected from the above hypotheses:. That is, 
favorability toward the advertisements and audiences’ purchase intention are expected to be 
influenced by the interaction of two independent variables—congruence of nationality 
between the spokesperson and audience and congruence of nationality between the 
spokesperson and audiences brand. Thus,  
Hypothesis 5: There will be an interaction between the two types of congruence 
(spokesperson-audience nationality and spokesperson-brand nationality) on 
favorability toward advertisements. 
Hypothesis 6: There will be an interaction between the two types of congruence 
(spokesperson-audience nationality and spokesperson-brand nationality) on the 
purchase intention of audiences.  
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Chapter 3 METHODOLOGY 
The current study investigates the effect of congruence among spokesperson, brand, 
and audiences on audiences’ favorability towards advertisements and on audiences’ purchase 
intentions. In a paper-pencil experiment, each participant was exposed to four types of print 
advertisements: spokesperson-audience congruence, spokesperson-audience incongruence; 
spokesperson-brand congruence, and spokesperson-brand incongruence, based on two 
product types (laptop computer and liquid hand soap). Data on audiences’ favorability toward 
the advertisements and the subjects’ purchase intention were collected as dependent measures. 
Sample 
This study capitalizes on the large contingent of Chinese students at Iowa State 
University, a Midwest state university, as subjects. A total of 234 Chinese students and 
scholars are members of the Chinese Students and Scholars Friendship Association (CSSFA). 
Among the members, 70% are graduate students, 20% are undergraduate students and 10% 
are scholars, faculty and their family members. The ratio of males to females in CSSFA is 
about six to four.  Invitation letters were sent to the student members through e-mails. The 
first e-mail was sent, and five people promised to participate after two days. Then, two 
reminder e-mails were sent three days apart. Almost at the same time, the researcher also 
disseminated self-made fliers on a CSSFA picnic. A total of 44 people were recruited, 
including five people from the first e-mail. Of the 44 Chinese students, 21 were female; 23 
were male. The minimum age of the participants is 22, and the maximum is 32.  Four of the 
participants are undergraduate students, and the rest (40) are graduate students. The subjects 
were majoring in academic areas from the College of Liberal Arts and Sciences, College of 
Engineering, the College of Business, College of Design and the College of Human Sciences. 
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Most of them have been in the U.S. for over two years. Their annual income varies from less 
than $10,000 to around $20,000. 
The stimuli  
             The study used advertising pieces for liquid hand soap and laptop computers. These 
two products were chosen because, according to the FCB grid, they represent the extremes 
terms of consumers’ involvement in considering or actually buying the products. Personal 
involvement by product type is a controlling variable in this experiment. In order to eliminate 
the interference of other factors, the researchers introduced some artifacts. Product brands 
were created, to remove pre-knowledge and attitude of the participants toward existing 
brands.  
            The Chinese brand laptop computer was named “Zhaoyang,” and the American brand 
was “Aspiron.” The Chinese brand liquid hand soap was called “ZhiYan,” and the American 
brand was called “Eco.” The researcher also created company names corresponding to the 
brands, such as “China AOMEI Co.” and “Magna Co.” for the Chinese and American laptop 
producers, respectively; and “Shanghai Jiahua Corpration” and “R&G Co.” for the Chinese 
and American liquid hand soap producers. In addition, there could be a significant amount of 
variation in subjects’ knowledge and the attitude toward a given spokesperson (Till & Busler, 
1998). By using created spokespersons, previous knowledge of and attitude about known 
spokespersons are controlled. Spokespersons were created by using four unknown peoples’ 
pictures. Of the four, two were Chinese (a man and a woman) and two were Americans (a 
man and a woman). Two Chinese and two Americans were chosen to be portrayed in the ads 
instead of one Chinese and one American because audiences may get sensitive to the purpose 
of the experiment if the same spokesperson shows up repeatedly.  
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              After creating the brands and spokespersons, the researcher applied a 2x2 factorial 
design with two Chinese spokespersons endorsing two Chinese brands (laptop and hand soap) 
and two American brands (laptop and hand soap). Similarly, the two American 
spokespersons were matched with two Chinese brands and two American brands. Therefore, 
there were eight color-print advertisements in total (See Appendix A). Eight questionnaires 
were set up based on the eight advertisements. Table 1 describes the experimental design. 
Procedure 
            A pilot test was conducted on two Chinese graduate students, male and female, who 
were majoring in accounting and computer engineering respectively. The female was first 
exposed to four culturally-congruent advertisements only. The male only saw the four 
culturally-incongruent advertisements. Each of them answered fours questionnaires 
corresponding to the advertisements. The reliability test showed an alpha value greater than 
0.8. 
The subjects were randomly assigned into two groups. The only factor controlled for in 
this initial grouping was gender. Twelve females and eleven males were placed in Group A; 
nine females and twelve males were placed in Group B. On the schedule date, subjects were 
led to a reserved classroom, equipped with an overhead projector, computers, screen and 
Internet access. The researcher was the only person working as moderator in the classroom. 
The two groups participated in the experiment separately. Group A took the experiment first. 
The researcher gave a brief introduction to the procedure of the experiment and the university 
policies regarding human subjects in experiments, and then asked the subjects to sign consent 
form. After that, the researcher showed Group A four advertisements in random order by 
projected from the computer to the screen, and asked them to fill out a questionnaire after  
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Table 1: The experimental design                                        
   Spokesperson-
brand 
 
  Congruent  Incongruent 
  (Group A)  (Group B) 
     
Chinese 
spokesperson 
with Chinese 
brand laptop 
computer 
 Chinese 
spokesperson 
with American 
brand laptop 
computer  
 
 
Congruent 
 
Chinese 
spokesperson 
with Chinese 
brand liquid 
hand soap 
  
Chinese 
spokesperson 
with American 
brand liquid 
hand soap 
    
    
American 
spokesperson 
with American 
brand laptop 
computer 
 American 
spokesperson 
with Chinese 
brand laptop 
computer 
 
 
 
 
 
 
 
Spokesperson 
-audience 
 
 
 
Incongruent 
 
 
American 
spokesperson 
with American 
brand liquid 
hand soap  
  
American 
spokesperson 
with Chinese 
brand liquid 
hand soap 
     
Note: Subjects were Chinese students only. 
 
looking at each advertisement. It took Group A about 15 minutes to finish the questionnaires. 
The subjects, then, left all the paper work on the table and left. Each participant was given a 
take-out lunch box in appreciation of their participation. Ten minutes after Group A left, 
Group B was led to the classroom and was through the same procedure. Group B also took 
about 15 minutes to complete the questionnaires. 
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Treatment-check measures 
            The questionnaire has three parts. To ensure that the subjects looked at the 
advertisements carefully, four fact-check questions were asked about the spokesperson’s 
nationality and gender, and product’s name and its national origin in the first part of the 
questionnaire. The second and third parts of the questionnaire were composed of questions 
measuring the dependent variables--overall favorability rating and purchase intention.  
Dependent variables 
The following items were indexed to measure the favorability toward the 
advertisements: (1) The color of this advertisement is comfortable to look at; (2) The design 
of this advertisement is eye-catching; (3) The layout (i.e., the placement of pictures and text) 
of this advertisement is very well done; (4) The spokesperson in this advertisement is 
attractive; (5) I like the spokesperson after seeing the advertisement; (6) The spokesperson 
matches well with the brand; (7) The spokesperson looks credible; (8) Overall, after looking 
at the advertisement, I begin to like this brand. Responses to these questions were measured 
on a 5-point Likert scale where: 1=strongly disagree; 2=disagree; 3=neutral; 4=agree; and 
5=strongly agree. The Cronbach’s alpha reliability for the eight items was 0.92. 
Purchase intention measures were adopted from Kamins (1990), Atkins and Blok 
(1983), Kahle and Homer (1985), Smith and Swinyard (1983), and Haubl (1996). This study 
asked a general question first: “Imagine you are about to buy a new hand liquid soap/laptop 
computer shown on the advertisements. To what degree would each of the following 
statements about the new model apply to yourself?” After that, five separate statements were 
given to the subjects: (1) I will request information on the new model; (2) I would like to test 
the laptop computer/liquid hand soap; (3) The purchase of advertised laptop computer/liquid 
hand soap would be a wise decision; (4) The advertisement has increased the possibility that 
I would consider buying the product in the future; and (5) I will purchase a liquid hand 
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soap/laptop computer next time an opportunity to do so presents itself. Responses to these 
questions were measured on a 5-point Likert scale where: 1=strongly disagree; 2=disagree; 
3=neutral; 4=agree; and 5=strongly agree. The Cronbach’s alpha reliability for the five items 
was 0.85. 
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Chapter 4 RESULTS AND ANALYSIS 
Congruence of spokesperson-audience nationality 
Independent samples T-tests were conducted to test differences in favorability ratings 
toward the advertisement (H1) and purchase intention (H2) between the congruent and 
incongruent groups in terms of spokesperson-audience nationality. As Table 2 shows, in the 
advertisements for laptop computers, no significant difference was found between the 
congruent group (Chinese spokesperson-Chinese audience) and incongruent group 
(American spokesperson-Chinese audience) in terms of overall favorability toward the 
advertisements (t=0.23, p=0.82) and in purchase intention (t=0.2, p=0.83) . In the 
advertisements for liquid hand soap, the difference between the congruent and incongruent 
groups was significant for both overall favorability toward advertisements (t=5.63, p<0.001) 
and purchase intention (t=3.68, p<0.001). These indicate that the Chinese students showed 
higher favorability toward the advertisements with Chinese spokespersons (mean=3.23, 
SD=0.62 for laptop, mean=4.23, SD=0.38 for hand soap) than with the American 
spokespersons (mean=2.94, SD=0.49). They also showed higher purchase intention for the 
products advertised by Chinese spokespersons (mean=3.06, SD=0.66 for laptop, mean=3.75, 
SD=0.53) than by American spokespersons (mean=2.96, SD=0.72 for laptop, mean=2.46, 
SD=0.75 for hand soap). Thus, Hypothesis 1 and Hypothesis 2 were supported for the low-
involvement product (liquid hand soap), but not supported for the high-involvement product 
(laptop computer). 
Congruence of spokesperson-brand nationality 
Independent samples tests were also conducted to test differences in favorability 
toward advertisement (H3) and purchase intention (H4) between the congruent and 
incongruent group in terms of spokesperson-audience nationality. As Table 3 shows, for 
laptop computers, there was a significant difference between the congruent group  (Chinese 
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Table 2. Independent sample t-tests for overall favorability and purchase intention by 
spokesperson-subject congruence 
  Congruent 
group 
Incongruent 
group 
   
 Dependent 
variables 
Mean 
(S.D.) 
Mean 
(S.D.) 
t-value df Sig. 
Laptop 
computer 
 
 
 
 
 
 
Overall 
favorability 
toward 
advertisements 
 
Purchase 
intention 
 
 
 
  3.01 
  (.77) 
 
 
  2.80 
  (.77) 
 
 
 
.23 
 
 
 
.22 
 
 
 
86 
 
 
 
86 
 
 
 
.82 
 
 
 
.83 
  
 
 
 
3.05 
 (.74) 
 
 
2.84 
(.77) 
   
       
Liquid 
hand 
soap 
      
 
 
 
 
Overall 
favorability 
toward 
advertisements 
             
3.91 
 (.73) 
 
 
           
 
 
 
 
     
3.05 
   (.70) 
 
 
5.6 
 
86 
 
.000***
 Purchase 
intention 
 3.40 
(.77) 
     2.80 
(.78) 
3.68 86 .000***
*<0.05 
**<0.01 
***<0.001 
 
spokesperson-Chinese brand and American spokesperson-American brand) and the 
incongruent group (Chinese spokesperson-American brand and American spokesperson-
Chinese brand) in overall favorability toward the advertisements (t=2.29, p<0.05), and in 
purchase intention (t=2.57, p<0.05). For liquid hand soap, the difference between the 
congruent and incongruent group was not significant for either overall favorability toward 
advertisements (t=1.23, p=0.222) or purchase intention (t=0.10, p=0.919). Thus, the Chinese 
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students showed higher favorability toward the advertisements with spokesperson-brand 
congruence (mean=3.23, SD=0.62 for laptop, mean=4.23, SD=0.38 for hand soap) than with 
the ads that have spokesperson-brand incongruence (mean=2.85, SD=0.83, for laptop, 
mean=3.17, SD=0.86 for hand soap). They also showed higher purchase intentions for the 
products that displayed spokesperson-brand congruence (mean=3.06, SD=0.66 for laptop, 
mean=3.75, SD=0.53 for hand soap) in these ads than that the materials with spokesperson-
brand incongruence (mean=2.59, SD=0.82 for laptop, mean=3.02, SD=0.82 for hand soap). 
Hypothesis 3 and Hypothesis 4 were thus supported for the high-involvement product (laptop 
computer), but not supported for the low-involvement product (liquid hand soap). 
Interaction of spokesperson-audience congruence and spokesperson-brand congruence 
A one-way ANOVA test was conducted to determine the interaction effect on 
audience’s overall favorability toward advertisements and purchase intention by the 
combination of spokesperson-audience congruence and spokesperson-brand congruence (See 
Table 4). 
The Chinese students’ overall favorability toward the advertisement showed no 
significant difference for the ads in laptop computers (F=0.93, p=0.43), but there was 
significant different for the liquid hand soap ads (F=15.13, p<0.001). Hypothesis 5 was 
therefore supported for the low-involvement product (liquid hand soap), but not for the high-
involvement product (laptop computer). 
On purchase intention, the difference was weak for laptop computer (F=2.21, 
p=0.092). However, it could be significant if the confidence level is lowered to 90 percent 
instead of 95 percent. For liquid hand soap, there was a significant difference on consumers’ 
purchase intention of the product (F=12.96, p<0.001). Hypothesis 6 was thus supported for 
the low-involvement product (liquid hand soap), and for the high-involvement product 
(laptop computer) based on a significance level of 0.05. 
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Combine the effects of spokesperson-brand congruence and spokesperson-audience 
congruence shows that spokesperson-audience congruence had a more significant effect on 
the two dependent variables than spokesperson-brand congruence. The same in interaction 
effect has been found for the low-involvement product (liquid hand soap). For the high-
involvement product (laptop computer), however, the impact was produced by a mixture of 
effects of the two types of congruence, especially for purchase intention. 
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Table 3. Independent samples t-tests for overall favorability and purchase intention by 
spokesperson-brand congruence 
 
Congruent 
group 
 
 
Incongruent 
group 
 
 
 
 
 
 
 
Dependent 
variables 
 
 
Mean 
(S.D.) 
 
Mean 
(S.D.) 
 
 
 
 
 
t-value 
 
 
 
 
 
 
df 
 
 
 
 
 
Sig. 
 
 
3.20         
(.68) 
 
 
2.85 
 (.79) 
Laptop 
computer 
 
 
 
 
Overall 
favorability 
toward 
advertisements   
 
 
2.29 
 
 
 
86 
 
 
 
.025* 
 Purchase 
intention 
2.57 
 
86 
 
.012* 
 
  
3.01 
(.69) 
 
 
2.60 
(.81) 
 
    
Liquid 
hand 
soap 
Overall 
favorability 
toward 
advertisements 
 
3.59 
(.78) 
3.37 
(.88) 
 
1.23 
 
86 
 
.22 
 
 Purchase 
intention 
 
3.11 
(.91) 
3.09 
(.74) 
.10 86 .92 
*<0.05 
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Table 4. One-way ANOVA for overall favorability and purchase intention by combination of 
two congruence types 
 
 
  
Mean 
 
 
S.D. 
 
F 
 
df 
 
Sig. 
Laptop       
C. sp-C. br. 2.83 .72 
 A.sp.-A. br. 2.70 .76 
C. sp.-A.br. 2.43 .87 
 
Overall 
favorability 
toward 
advertisements 
 A.sp.-C. br. 2.62 .86 
.93 3 .43 
       
C. sp-C. br. 3.06 .66 
 A.sp.-A. br. 2.96 .72 
C. sp.-A.br. 2.59 .83 
 
Purchase 
intention 
 A.sp.-C. br. 2.62 .80 
2.21 3 .09◇
       
 
Liquid hand 
soap 
      
C. sp-C. br. 3.91 .60 
 A.sp.-A. br. 2.35 .57 
C. sp.-A.br. 3.05 .02 
 
Overall 
favorability 
toward 
advertisements 
 A.sp.-C. br. 2.76 .99 
15.13 3 .000*** 
       
C. sp-C. br. 3.75 .53 
 A.sp.-A. br. 2.47 .75 
C. sp.-A.br. 3.03 .83 
 
Purchase 
intention 
 A.sp.-C. br. 3.15 .66 
12.96 3 .000*** 
 
Notes:C. sp-C. br. (Chinese spokesperson-Chinese brand); 
A.sp.-A. br. (American spokesperson-American brand) 
C. sp.-A.br. (Chinese spokesperson-American brand) 
A.sp.-C. br. (American spokesperson-Chinese brand) 
◇ <0.10. 
***<0.001 
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Chapter 5 DISCUSSION AND CONCLUSIONS 
The study demonstrated the effects of two types of congruence, spokesperson-subject 
congruence and spokesperson-brand congruence on consumers’ overall favorability toward 
the advertisements and their product purchase intention. Then, the interaction effect of the 
two types of congruence was tested. The results suggest that spokesperson-audience 
congruence works for low-involvement products (liquid hand soap) only, while 
spokesperson-brand congruence works only for high-involvement products (laptop computer). 
A significant interaction effect of the two types of congruence was found for the low-
involvement product (liquid hand soap), but not for the high-involvement product (laptop 
computer). 
 Hypotheses 1 and 2 posited that the congruence of spokesperson and audience 
nationality is positively related to the expressed favorability toward the advertisements and 
purchase intention. The results showed that matching the spokesperson’s nationality and the 
subjects’ nationality works for the low-involvement product (liquid hand soap), but not for 
the high-involvement product (laptop computer).  
This difference found between the two product types may suggest that the quality of 
the products plays an important role on audiences’ overall favorability and their intention to 
purchase the advertised product. A laptop computer is a high-involvement product which 
requires more effort in information collection and assessment. Because the cost of purchasing 
such high involvement product is high, consumers are likely to be more careful in making 
buying decisions. In this case, therefore, it is difficult for a single advertisement to greatly 
influence favorability or intention to purchase, even if the spokesperson is from the same 
country as the consumers. Consumers will find the information they gathered on the laptop 
more credible than how was promoted on the advertisement. 
Liquid hand soap, on the other hand, is a low involvement product which does not 
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require much information processing and buying effort. If consumers are not satisfied with 
the hand soap, they can easily afford a new one. The cost for such a low involvement product 
is much lower than the high involvement product. Therefore, consumers do not care much 
about the product itself. In this case, the advertisement may affect consumers’ decision-
making. A spokesperson of the same nationality may look more attractive to the consumers, 
so that favorability and purchase intention generated by spokesperson-subject congruent 
advertisements could be significantly different from those of the incongruent ones.  
Previous studies have also supported the effect of congruence between spokesperson 
and audiences in a number of ways. Hoeken and Korzilius (2003) employed “nationality” 
congruence to find great differences between Chinese and Americans in their understanding 
of personal freedom. Johansson, Douglas and Nonaka (1985) found differences in country 
stereotyping by nationality. A similar study by Ahmed, Johnson, Chew, Tan and Ang (2002) 
also suggests there is a relationship between country-of-origin and consumers’ perceptions of 
product quality, their attitudes and purchase intentions toward a service-industry brand. 
However, the effects of this congruence were tested only on a single concept or service. 
Product types have not been paid much attention in previous literature. The results of the 
current study indicate that the spokesperson-audience congruence still works, but the effects 
are different by product types—not significant for the high involvement product (laptop 
computer) but significant for low involvement product (liquid hand soap).  
Hypotheses 3 and 4 proposed that the congruence of nationality between 
spokesperson and brand is positively related to the overall favorability toward the 
advertisements and product purchase intention. In this study, spokesperson-brand congruence 
was found to work for the high involvement product (laptop computer), but not for the low 
involvement product (liquid hand soap).  
The difference can be explained by the consumers’ determination of who can provide 
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or help them find the necessary information. When consumers have no access to the actual 
high involvement products and get information only from advertisements, the similarity (in 
this study, in terms of nationality) between the brand and the spokesperson may play an 
important role. The spokesperson, in this case, may increase the attractiveness and credibility 
of the product when the spokesperson’s and the product’s nationality matches. For example, 
consumers may put more trust on an advertisement of a Chinese brand laptop computer 
endorsed by a Chinese spokesperson because they may think that the Chinese spokesperson 
knows better than an American spokesperson about the product that is originated from their 
own country. The consumers, then, give more credit to the nationally-congruent 
spokesperson of a high involvement product.  
Liquid hand soap, on the other hand, is low-involvement product. The consumers may 
not care whether information about this product comes from a Chinese spokesperson or an 
American spokesperson. They may purchase any kind of liquid hand soap, not matter the 
nationality of the spokesperson. A wrong decision can be easily remedied by trying another 
one. For low involvement products, therefore, consumers are not likely to give much credit to 
the spokesperson. As a result, the spokesperson-brand congruence does not have a significant 
effect on consumers’ purchasing behavior.  
Other researchers have also explained the effect of spokesperson-product/brand 
congruence. Misra and Beatty (1990) found that the recall of advertisements and attitudes 
toward the advertisements improved when there was congruence between the endorser and 
the brand name, which supports the findings of the current study. However, the current study 
found that the effect of spokesperson-brand congruence works differently by product types. 
This suggests that the matching concept exerts limited influence based on product types, 
although the spokesperson and brand are congruent.  
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Hypotheses 5 and 6 tested the interaction effects of the two types of congruence—
spokesperson-subject congruence and spokesperson-brand congruence. The findings suggest 
that the interaction effect works for low-involvement products (liquid hand soap) on both 
overall favorability and purchase intention, but not for high involvement products (laptop 
computer) on overall favorability and weak for purchase intention. Thus, the interaction 
effect is cancelled out.   
Limitations and future study 
Experimental designs are often criticized for their artificiality, for being prone to 
experimenter bias, and for their limited scope (Wimmer and Dominick, 2003). This study’s 
small sample size limits the generalizability of the findings from the experiments.  
The experiment employed a 2x2 factorial design, creating four types of 
advertisements. However, only two groups were recruited instead of four due to the difficulty 
in getting more students involved. If the experimenter divided the subjects into four groups, 
about only 11 participants in each group will be placed. The size is definitely smaller than the 
required minimum of 15 members per group on experimental designs. As a result, each group 
was exposed to two types of advertisements, and then a between-group and within-group 
comparisons were artificially made. Future studies could recruit more subjects to establish 
four groups and conduct between-group comparisons only. 
In addition, there is a threat to validity and reliability of the experiment results due to 
the subjects’ repetitive exposure to similar advertisements and questions. The design of the 
advertisements was manipulated so that they are similar in color, type application and layout 
to control for advertisement appearance and style. The questions on each questionnaire were 
also similar except for the changes in spokesperson, brand and product type. The repetitive 
exposure to similar advertisements and questions may have sensitized the subjects. Future 
studies could minimize this internal threat by creating more groups, so that each group will 
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be exposed to fewer advertisements. In this way, the effects of sensitization of can be 
controlled.  
Another confounding factor could be brand loyalty of consumers. Assume in the case 
of using real products and brands, consumers may have a particular attitude toward certain 
product and brand, and therefore form a kind of loyalty to the brand and product. There could 
be some baseline measures to test the subjects’ general attitude toward certain products or 
brands before the experiment in the current study. And then, there could be a comparison of 
attitude toward certain brands and products before subjects’ exposure to the stimuli and after 
their exposure to the stimuli. Future study could employ brand loyalty as a powerful factor to 
study the persuasive effects of advertisements.  
The subjects are exclusively Chinese students, which limited comparisons with 
consumers from other cultural backgrounds. Future studies can engage two consumer groups, 
such as Chinese and American consumers, to cross-check the effects of congruence. In 
addition, the sample characteristics may have been biased. The subjects are all students who 
are keen on analyzing advertising trends compared to other audience segments. All of them 
have been living in the U.S. for about two years on average. Their income, living conditions 
and the degree of adaptation to American culture would be different from those without such 
experiences. Therefore, their responses to the stimuli may be different from the general 
Chinese consumers in China. The above limitations pose a certain level of threat to the 
validity of the findings. As a result, this study expects response bias from a non-
representative sample of Chinese audiences.  
Futures studies could employ a larger sample size from China, and compare the 
results between consumers in different population segments by social and economic status. 
For example, a comparison could be conducted between young people and those bringing to 
the older generation, because these two segments may have different attitudes toward foreign 
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brands. Young people may be more adaptive to newly-emerging products and ideas, such as 
foreign brands, and are more likely to try them than their older counterparts, who may be 
more conservative and cautious in trying foreign brands. Another comparison could be made 
between Chinese students living in the U. S. and those living in China. This comparison may 
ascertain the attitudes of these two groups due to the differences in living environments. 
Chinese students in the U. S. have more opportunities to be exposed to foreign brands and 
advertisements than Chinese students living in China. This difference in living environments 
may play an important role in their attitudes toward foreign brands and advertisements. A 
third comparison could be made between Chinese students and the general consuming public 
(non-student group). The rationale for this comparison is that the students may be keener to 
follow, analyze and accept foreign brands than the general public. 
Additionally, more product types based on the FCB grid could be used in the 
experiment. In the current study, the researcher employed only two types of products (high-
involvement and low-involvement products). The foregoing literature also reviewed the 
effects of involvement on consumers’ attitude toward products and their purchase intention 
from other perspectives by using Elaboration Likelihood Model (central and peripheral 
routes) and message framing model. Future studies could examine the same hypotheses on, 
for example, rational-driven vs. emotion-driven types of products of FCB grid, as well as the 
perspectives mentioned in the foregoing literature.  
A final point is about the types of advertisements. The current study used print 
advertisements only as stimuli, which is displayed on a two-dimensional and sound-free 
space. Future study could target at media advertisements, such as TV commercials and 
Internet interactive commercials. For example, under TV commercials, language could 
become another factor of congruence, i.e. the language spoken by the spokesperson and by 
the audiences.  
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The findings of this study suggest that the matching concept does work, as many 
studies, but the effect of matching is limited by product type. This study provides insights for 
advertising professionals in designing advertising strategies. International advertising 
agencies should consider cultural background as an important factor in developing 
advertising strategies. Specifically, they should take a closer look at whether culturally-
congruent or incongruent spokespersons should be used for certain advertisements. In 
addition, congruence of cultural background is affected by product types. Advertising 
agencies can therefore consider employing spokesperson-audience congruence for low-
involvement products in order to bring out the similarity between the spokesperson and 
targeted consumers. For high-involvement products, spokesperson-brand congruence could 
be applied so that the congruence effect could give more credit to the products. 
 32
REFERENCES 
Ahmed, Z. U., Johnson, J. P., Chew, P. L., Tan, W. F., & Ang, K. H. (2002). Country-
of-origin and brand effects on consumers’ evaluation of cruise lines. International Marketing 
Review, 19 (3), 279-302. 
 
Alwitt, L. F. (2000). Effects of interestingness on evaluations of TV commercials. 
Journal of Current Issues and Research in Advertising, 22 (1), 55-66. 
 
Appiah, O. (2001). Black, White, Hispanic, and Asian American adolescents’ responses 
to culturally embedded ads. The Howard Journal of Communications, 12, 29-48. 
 
Barber, B. R. (1996). Jihad vs. McWorld: How globalism and tribalism are reshaping 
the world, New York: Ballantine Books. 
 
Chaiken, S. (1979). Communicator physical attractiveness and persuasion. Journal of 
Personality and Social Psychology, 37, 1387-1397. 
 
Clark, C. R., & Horstmann, I. J. (2003). Celebrity endorsements. Retrieved February 5, 
2005, from http://www.rotman.utoronto.ca/ihorstmann/celebendorse.pdf. 
 
Cohen, J. B., & Golden, E. (1972). Informational social influence and product 
evaluation. Journal of Applied Psychology, 56, 54-59. 
 
Craig, S. C., & McCann, J. M. (1978). Assessing communication effects of energy 
conservation. Journal of Consumer Research, 3, 82-88. 
 
Dholakia, R. R., & Sternthal, B. (1977). Highly credible sources: Persuasive 
facilitators or persuasive inabilities. Journal of Consumer Research, 3, 223-232. 
Erdogan, Z. B., Baker, M. J., & Tagg, S. (2001). Selecting celebrity endorsers: The 
practitioner's perspective. Journal of Advertising Research, 41 (3), 39-48. 
Friedman, H. H., & Friedman, L. (1979). Endorser effectiveness by product type, 
Journal of Advertising Research, 19 (5), 63. 
Friedman, T. L. (1999). The Lexus and the olive tree: Understanding globalization, 
New York: Farrar, Strauss and Giroux. 
 
Govers, P.C.M., & Schoormans, J.P.L. (2005). Product personality and its influence on 
consumer preference. Journal of Consumer Marketing, 22 (4), 189-197. 
 
Haley, E. (1996). Exploring the construct of organization as source: Consumers’ 
understanding of organizational sponsorship of advocacy advertising. Journal of advertising, 
 33
32 (2), 19-35. 
 
Hall, E. T. (1976). Beyond culture. New York: Doubleday. 
 
Haubl, G. (1996). A cross-national investigation of the effects of country of origin and 
brand name on the evaluation of a new car. International Marketing Review, 13 (5), 76-97. 
 
Hoeken, H., & Korzilius, H. (2003). Conducting experiments on cultural aspects of 
document design: Why and how? Communication 28, 285-304. 
 
Hovland, C. I., & Weiss, W. (1951). The influence of source credibility on 
communication effectiveness. Public Opinion Quarterly, 15, 635-650. 
 
Hovland, C., Irving, K., & Harold, K. (1953). Communication and persuasion; New 
Haven, CT: Yale University Press. 
 
Johansson, J. K., Douglas, S. P., & Nonaka, I. (1985). Assessing the impact of country 
of origin on product evaluations: A new methodological perspective. Journal of Marketing 
Research, 22 (4), 388-396. 
 
Johnson, H., & Scileppi, J. (1969). Effects of ego-involvement conditions on attitude 
change to high and low credibility communicators. Journal of Personality and Social 
Psychology, 13, 31-36. 
 
Johnston, B. T., & Eagly, A. H. (1989). Effects of involvement on persuasion: A meta-
analysis. Psychological Bulletin, 106 (2), 290-314. 
 
Kahle, L. R. & Homer, P. M. (1985). Physical attractiveness of the celebrity endorser: 
A social adaptation perspective. Journal of Consumer Research, 11, 954-961. 
 
Kaikati, J. G. (1987). Celebrity advertising. International Journal of Advertising, 6, 93-
105. 
 
Kamins, M., & Cupta, K. (1994). Congruence between spokesperson and product type: 
A match-up hypothesis perspective. Psychology and Marketing, 11 (6), 569-586. 
      
Kanungo, R. N., & Pang, S. (1973). Effects of human models on perceived product 
quality. Journal of Applied Psychology, 57 (2), 172-178. 
 
Kelma, H. C. (1961). Processes of opinion change. Public Opinion Quarterly, 33, 57-78. 
 
Knott & James (2003). An alternate approach to developing a total celebrity endorser 
rating model using the analytic hierarchy process. International Transactions in Operational 
Research, March, 2003. 
 
 34
Kotler, P. (1997). Marketing management: Analysis, planning, implementation and 
control. Prentice-Hall, Upper Salle River, NJ. 
 
Levitt, T. (1983, May/June). The globalization of markets. Harvard Business Review, 
92-102. 
 
Liu, Y. J. (2001). Zhongguo shichang yingxiao wuqu (Fallacies in marketing in China), 
Beijing: Enterprise Management Publishing House. 
 
Mackenzie, S. B., & Spreng, R. A. (1992). How does motivation moderate the impact 
of central and peripheral processing on brand attitudes and intentions? Journal of Consumer 
Research, 18 (4), 519-529. 
 
Maheswaran, D., & Meyers-Levy, J (1990). The influence of message framing and 
issue involvement. Journal of Marketing Research, 27 (3), 361-367. 
 
McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations for the 
endorsement process, Journal of Consumer Research, 16 (3), 310-321. 
 
         McGuire, W. (1985). Attitudes and attitude change. In L. Gardner & E. Aronson (Eds). 
Handbook of social psychology (Vol. 2). New York, NY: Random House.  
       
          McGuire, W. (1984). Search for the self: Going beyond self-esteem and the reactive 
self. In R. A.Zucker, J. Aronoff, and A. I. Rabin (Eds.), Personality and the prediction of 
behavior (pp. 73-120). New York: Academic Press. 
 
Merriam-Webster Online. Retrieved March 18, 2006 from 
http://www.m-w.com/cgi-bin/dictionary?book=Dictionary&va=congruence. 
 
Metha, A. (2000, May). Advertising attitudes and advertising effectiveness. Journal of 
Advertising Research, 67-72.  
 
Ohanian, R. (1991, February). The impact of celebrity spokespersons perceived image 
on consumer intention to purchase. Journal of Advertising Research, 46-54. 
Paek, H. J. (2003). Understanding celebrity endorsers in cross-cultural contexts: An 
explanatory analysis of South Korean and US advertising. Student competitive paper 
submitted to the Association for Education in Journalism and Mass Communication Annual 
Conference, Kansas City, MO. 
Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and peripheral routes to 
advertising effectiveness: The moderating role of involvement. Journal of Consumer 
Research, 10 (2), 135-146. 
Ratchford, B. (1987). New insights about the FCB grid. Journal of Advertising 
 35
Research, 27 (3), 24-38. 
          Ritzer, G. (1996). The McDonaldization of society: An investigation into the changing 
character of contemporary social life. Thousand Oaks, CA: Pine Forge Press. 
Rossiter, J. (2001). What is marketing knowledge? Stage I: Forms of marketing 
knowledge. Marketing Theory, 1 (1), 9-26. 
Shanni, D., & Dennis S. (1991, August). Celebrity alone isn't a sure hit. Marketing, 8. 
Simons, H. W., Berkowitz, N. N., & Moyer, R. J. (1970). Similarity, credibility, and 
attitude change. Psychological Bulletin, 73 (1), 1-16. 
Sternthal, B., Phillips, L. W., & Dholakia, R. (1978). The persuasive effect of source 
credibility: A situational analysis. Public Opinion Quarterly, 42 (3), 285-314. 
Tom, G., Clark, R., Elmer, L., Grech, E., & Masetti, J. Jr. (1992). The use of created 
versus celebrity spokesperson in advertisements. The Journal of Consumer Marketing, 9 (4), 
45-51.  
Tripp, C., Jenson, T. D., & Carlson, L. (1994). The effects of multiple product 
endorsements by celebrities on consumers’ attitudes and intentions. Journal of Consumer 
Research, 20 (4), 535-547.  
 
Toffoli, R., & Laroche, M. (2002). Cultural and language effects on Chinese bilinguals’ 
and Canadians’ responses to advertising. International Journal of Advertising, 21 (4), 505-
524. 
 
Tse, D. K., Belk, R. W., & Zhou, N. (1989). Becoming a consumer society: A 
longitudinal and cross-cultural content analysis of print ads from Hong Kong, the People’s 
Republic of China, and Taiwan. Journal of Consumer Research, 15 (4), 457-472.  
 
Vaughn, R. (1980). How advertising works: A planning model. Journal of Advertising 
Research, 20 (5), 27-33. 
Wang, J. (2000). Foreign advertising in China: Becoming global, becoming local. 
Ames: Iowa State University Press. 
          Waters, M. (1995). Key ideas: Globalization. London, England: Routledge. 
 
Wimmer, R. D., & Dominick, J. R. (2002). Mass media research: An introduction, 6th 
ed.). Belmont, CA: Wadsworth Publishing Co. 
Woodside, A. G., & Davenport, J. W. (1974). The effect of salesman similarity and 
expertise on consumer purchasing behavior. Journal of Marketing Research, 11 (2), 198-202. 
 36
Yang, M. G. (2002). Chenggong yingxiao guoji zhiming pinpai zai Zhongguo 
(Successfully marketing well-known international brands in China). Shanghai: East China 
University of Science and Technology Press.  
Yin, J. F. (1999). International advertising strategies in China: A worldwide survey of 
foreign advertisers. Journal of Advertising Research, 39 (6), 25-35. 
Yoon, K., Kim, C. H., & Kim, M. S. (1998). A cross-cultural comparison of the effects 
of source credibility on attitudes and behavioral intentions. Mass Communication & 
Research, 5 (4), 153-173. 
Zhao, X. S., & Jin, H. S. (2003). Using celebrity-endorsers to increase publicity effects 
of marketing communications. The manuscript submitted to the Association of Education in 
Journalism and Mass Communication, Kansas City, MO. 
Zhou, N., & Belk, R. W. (2004). Chinese consumer readings of global and local 
advertising appeals. Journal of Advertising, 33 (3), 63-76. 
Ziegel, V. (1983, February). Mark Spitz: Eleven years and seven gold medals later. 
Advertising Age. 
 37
 Appendix I: EXPERIMENTAL STIMULI 
 
 
 
American spokesperson—American brand liquid hand soap 
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American spokesperson—American brand laptop computer 
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Chinese spokesperson—Chinese brand laptop computer 
 40
 
 
Chinese spokesperson—Chinese brand liquid hand soap 
 41
 
 
American spokesperson—Chinese brand laptop computer 
 42
 
 
American spokesperson—Chinese brand liquid hand soap 
 43
 
 
Chinese spokesperson—American brand laptop computer 
 44
 
 
Chinese spokesperson—American brand liquid hand soap 
 45
Appendix II. QUESTIONNAIRES 
 
 
 46
 
 
 
 
 47
 
 
 
 
 48
 
 
 
 
 49
 
 
 
 
 50
 
 
 
 
 51
 
 
 
 
 52
 
 
 
 
 53
 
 
 
 
 54
 
 
 
 
 55
 
 
 
 
 56
 
 
 
 
 57
 
 
 
 
 58
 
 
 
 
 59
 
 
 
 
 60
 
 
 
 
 61
 
Appendix III. INVITATION EMAIL 
 
 62
 
Appendix IV. FLIER OF INVITATION 
 
Welcome to Mingxue’s Thesis Research  
 
Advertising effects:  
     Chinese consumers’ response to advertisements endorsed by models from different 
cultures 
 
 
Where: Hoover Hall, Room 1322 
When:  Sept. 8 (Firday) 
            Choose from 12:00 p.m. or 12:30 p.m. 
            About 20 minutes 
             
Food and beverage will be provided!!! 
 
Please drop me a message if you can come, thanks! 
Feel free to contact me for details: Mingxue Lu: 515-450-9241; lumx@iastate.edu
 
          Come and Be a Part of It! 
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